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Pengaruh Perceived Ease of Use (PEOU) dan Hedonic Shopping Motivation terhadap 

Impulse Buying Behavior pada Pengguna Shopee PayLater 

Aryani Vadilla1 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh perceived ease of use dan hedonic 

shopping motivation terhadap impulse buying behavior. Penelitian ini menggunakan 

pendekatan kuantitatif deskriptif dengan metode survei melalui kuesioner online yang 

disebarkan kepada pengguna Shopee PayLater melalui berbagai saluran media sosial 

menggunakan teknik purposive sampling dengan perolehan responden sebanyak 100 

responden. Teknik analisis data yang digunakan adalah uji instrumen, analisis deskriptif, uji 

asumsi klasik, analisis regresi linear berganda, koefisien determinasi, dan uji hipotesis dengan 

menggunakan SPSS 27. Hasil dari penelitian ini menunjukkan bahwa perceived ease of use 

berpengaruh signifikan terhadap impulse buying behavior, hedonic shopping motivation 

berpengaruh terhadap impulse buying behavior dan secara serentak perceived ease of use 

(PEOU) dan hedonic shopping motivation berpengaruh terhadap impulse buying behavior. 

Kemudian hasil dari uji beda independent t-test dan one way ANOVA menunjukkan bahwa 

tidak terdapat perbedaan dalam perilaku pembelian impulsif pada perbedaan jenis kelamin, 

rentang usia, dan wilayah. 

 

Kata Kunci: Perceived Ease of Use (PEOU), Hedonic Shopping Motivation, Impulse Buying 

Behavior, Shopee PayLater 
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The Effect of Perceived Ease of Use (PEOU) and Hedonic Shopping Motivation on 

Impulse Buying Behavior on Shopee PayLater Users 

Aryani Vadilla1  

ABSTRACT 

This study aims to analyze the effect of perceived ease of use and hedonic shopping motivation 

on impulse buying behavior. This study uses a descriptive quantitative approach with survey 

methods through online questionnaires distributed to Shopee PayLater users through various 

social media channels using purposive sampling technique with the acquisition of 100 

respondents. The data analysis technique used is instrument test, descriptive analysis, classical 

assumption test, multiple linear regression analysis, coefficient of determination, and 

hypothesis testing using SPSS 27. The results of this study indicate that perceived ease of use 

has a significant effect on impulse buying behavior, hedonic shopping motivation affects 

impulse buying behavior and simultaneously perceived ease of use (PEOU) and hedonic 

shopping motivation affects impulse buying behavior. Then the results of the different 

independent t-test and one way ANOVA showed that there were no differences in impulsive 

buying behavior on differences in gender, age range, and region. 

Keywords: Perceived Ease of Use (PEOU), Hedonic Shopping Motivation, Impulse Buying 

Behavior, Shopee PayLater 
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